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Defining Health Care Marketing
Gary Daniel Futrell
Valdosta State University
EXTENDED ABSTRACT
A review of the leading higher education textbooks published for health care marketing courses
shows that they do not adequately define the subject at hand. Similarly, few journal articles
related to health care marketing define the field of research under discussion. Those that do
typically rely on the American Marketing Association’s (AMA) definition of marketing as, “the
activity, set of institutions, and processes for creating, communicating, delivering, & exchanging
offerings that have value for customers, clients, partners, & society at large” (Definitions of
Marketing, 2017). While certainly helpful to define marketing in general, this definition does
little to advance our understanding of how marketing applies to health care and does not capture
the unique qualities of the health care industry (Butt et al., 2019). As research and interest in the
field continue to grow, it is vital to develop a proper understanding of the oft-used term, health
care marketing.
As stated by Bygrave and Hofer (1991, p. 13) “Good science has to begin with good definitions.”
Without a consensus on the definition, the field cannot develop, and knowledge cannot be
accumulated (Bruyat & Julien, 2001). Likewise, defining the field of study is essential to
teaching, learning, and assessment. Bloom’s Taxonomy suggests that the ability to define
concepts in a discipline is an integral part of the initial phase of learning (Stanny, 2016). While
much has been written about health care marketing, little attention has been paid to the proper
use of the term and defining the disciple.
This paper promotes the use of the two-word form of health care, discusses the essential
components of health, and defines health care marketing as the activity, set of institutions, and
processes for creating, communicating, delivering, & exchanging any good, service, or idea;
performed to restore, maintain, or enhance the well-being of an individual or population.
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